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Chapter 5 
NATIONAL SURVEY Of TRADE AND 
NON-TRADE PUBLISHING 
ORGANISATIONS 
Robin Freeman and James Hawthorne 
INTRODUCTION 
In January/February 2002, Common Ground Publishing undertook 
a research project that sought to collect information-quantitative, 
qualitative, and anecdotal-in order to take a snapshot of the factors 
affecting demand for new book and publishing products in 
Australia. These products include digital printing, epublishing and 
provision of published content to be read on screens or reading 
devices. 
The primary objective of this work was to assist all players in the 
Australian book production industry in their consideration of how 
to adopt new technologies, strategies, and related services to 
enhance the long-term development and international 
competitiveness of the industry as a whole. 
The research was completed in the form of a survey-conducted 
by telephone, fax, and email. The survey respondents were from 
organisations situated within six discrete industry sectors identified 
by Common Ground Publishing as either concerned exclusively 
with publishing printed matter, or conversely, as organisations 
whose primary objective was not publishing but who nevertheless 
publish in printed book, periodical, or report format, or publish 
electronically. Such organisations may be, say, a government 
department required to produce annual reports, staff magazines, or 
information for public consumption. The majority of respondents 
were managers of the publications and/or printing department, or 
were the editor, publisher, CEO, or publicity officer for their 
organisations. Most respondents agreed to participate without 
reservation, identifYing the research as mutually beneficial. 
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The six industry sectors interviewed were: 
• Publishing 
• Industry Professional Associations 
• Community Groups 
• Government Departments 
• Academic Institutions 
• Non-Book Producing Organisations 
It is worth looking at these sectors individually. 
INDUSTRY SECTORS 
PUBLISHING 
The majority of publishers contacted tend to work with standard 
book formats-B+ perfect bound, A4 glued or saddle-stitched, etc. 
with 2-4 colour covers and internals. When asked if there were 
future plans to publish in different formats, some respondents 
expressed interest in PDF, HTML, CD ROM, or other web-based 
formats, while others saw no need to change formats. It is interesting 
to note that questions surrounding format were often met with a 
desire to change, but there appeared to be quite a degree of 
uncertainty as to the options available. A typical response was: 'We 
are flexible to the idea of change, just not sure which way to go.' 
This vacillation may be partly due to an anxiety over tight 
margins and an ever-increasing customer demand for a cheaper, 
more diverse product range. Publishers spoke of the mixed blessing 
of electronic and digital technological advances and how these need 
to be absorbed properly into the publishing sector. While many 
publishers have been quick to adapt to new technologies brought 
forward by Internet-literate customers, one publisher complained 
that the Internet was squeezing small publishers out of the market 
while the government sat idle. 
It's a very competitive environment. It's getting more difficult because 
customers want more and more for less and less because of the web. The 
government just wants to gather money from the industry. They don't 
really want to find solutions for the industry. 
Another publisher was critical of the federal government's GST 
on books, claiming that 'GST is hidden in the cover price of the 
book. When the government said they wanted to get rid of hidden 
taxes they created new hidden taxes.' Elsewhere, concern was raised 
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over the hidden costs to the publishing industry brought on by the 
GST. One respondent from a small publishing house felt over-
burdened by the tax system. 
GST has increased the cost to the consumer which has increased the 
cost of production. The new tax system hasn't clarified anything. Three-
monthly tax instalments are now monthly which makes things difficult. 
The tax system and changes in technology were not the only 
causes of distress in publishing. Smaller publishers feel they are 
victims of corporate marginalisation, forced to the extremities by 
powerful multi-national publishers more adequately equipped to 
deal with a fast-changing industry. One publisher spoke of the 
frustration experienced trying to stay innovative and afloat in an 
industry that sees a large share of the market dominated by a 
handful of mainstream players. 
Books are becoming more like magazines. It's very hard to compete 
with large publishers. We're considering going out of business. Moving 
stock to and from bookshops is very inefficient. Flat scale of economy 
in digital print is bad because there is no 'fat' coming from successful 
books. 
Another small publisher pointed out the difficulty of relying on 
the current publishing paradigm as the sole means of income, as 
well as the vagaries of timing when adopting new technologies. 
We'll probably have to investigate other lines of business to keep the 
publishing side afloat. I will have to jump over onto the digital ship, but 
will have to time that jump impeccably, or suffer the consequences. 
One representative of a major publisher of maps and street 
directories expressed concern for the 'ripple effect' technological 
advances will have on interdependent industries. 
The paper industry will necessarily diminish in our sector of the 
industry due to online navigation. It will have a dramatic impact, which 
we are trying to address. 
Fears surrounding the inevitable replacement of paper with 
electronic formats are being met with a mix of excitement and 
resignation as publishers learn to embrace technological change. 
This embrace is gathering momentum, with a majority of 
respondents already working with PDF files and showing an 
awareness of nascent technology such as digital content archiving, 
ebooks, and digital printing, although there appears to be a 
perception of digital printing as more expensive- and of poorer 
quality than is actually the case. When respondents were asked why 
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they haven't used digital printing services in the last twelve months, 
many expressed concern at the perceived cost, as well as other 
factors ranging from a perception of poor cover and internal quality 
to a limit as to the size of font allowable in digital printing. 
Digital printing is perceived by most of the publishing sector to 
be too expensive per unit for large print runs. When asked why they 
didn't use digital printing services, most publishers inferred that it 
would incur almost double the cost of doing the same run offset. 
When asked to estimate the per unit cost of a 200 page B+ 
paperback book with a 4 colour cover in a print run of 50 copies, 
many publishers guessed anywhere between $10-$25. (Common 
Ground's approximation based on research was $7 per unit.) Even 
publishers working within niche markets ideally suited to utilising 
digital printing services baulked at the idea, thinking it too 
expensive and lacking the quality of offset printing. The most 
common response to questions about using digital print was that 
there was 'no need'. This sits strangely with an overwhelmingly 
positive response to the idea of being able to print in shorter runs. 
When told of the possibility of a $7 per unit cost for a digitally 
printed book many, but not all, publishers expressed initial surprise 
and then interest in such a service, especially those looking to 
reduce warehousing. Here it is interesting to note that the majority 
of trade publishers consider it a marketing necessity to print an 
extra, say 2000, copies of a title to scale out to the retail market only 
to have a large proportion of them returned and ultimately pulped. 
Overall, a majority of the publishing sector proved to be 
forward-looking and actively engaged with the implementation of 
new technology. A great deal of this proactive engagement seems to 
be motivated by survival instinct and many publishers are seeking 
instruction from experts outside of publishing in order to remain 
viable. A desire to outsource functions previously kept in-house 
became apparent, especially functions requiring IT expertise such as 
the establishment of an online bookshop dependent on ecommerce 
and digitisation. Conversely, many publishers are taking back 
previously outsourced functions such as editorial, layout and design. 
This is likely due to the ease of use of many of the contemporary 
computer applications used in publishing. Many publishers receive 
manuscripts that require very little typesetting and styling, 
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sometimes accompanied by an author-made electronic file of the 
cover. One publisher noted that: 
The increasing computer literacy of authors is bringing down the role of 
the publisher. It is becoming easier to publish as well as to be published. 
PROFESSIONAL ASSOCIATIONS 
This sector constitutes a variety of Associations, Foundations, and 
Institutions whose main purpose of operation is not publishing, but 
does involve itself in the production of printed material or 
electronic publications. Understandably, this sector is home to a 
broad variety of formats, page extents, print run lengths, as well as 
attitudes to the Australian printing and publishing industries. The 
majority of respondents within this sector do not produce 
publications as a saleable product, but rather as part of a service to 
members, staff, or free to the public. The publications produced 
within this sector include annual reports, newsletters, staff 
magazines, information kits, and journals. 
As many of these publications are made ad hoc for members, 
there is less demand to make a saleable product. As such, many of 
these organisations have welcomed a move to web-based formats 
such as PDF and email.Interestingly.this move has ramifications for 
rural recipients, many of whom complain of poor bandwidth 
provision. In one case, a rural association were forced to remove 
their logo from an electronic newsletter as the logo itself could 
extend the download time by up to 30 minutes. Generally though, 
the move to electronic formats has heralded cuts in production and 
distribution costs, and those respondents in this sector not already 
doing so are certainly anticipating its adoption in the near future. 
Without a need to sell the publications, this sector remains 
largely unengaged with functions such as ecommerce enabled online 
bookstores. While almost every organisation has its own website, 
very few planned to establish an online bookstore in the next 12 
months. This is not to say that the publications are not available 
online-quite the opposite is true. However, most publications are 
downloadable PDF files with no dollar value, or are available to 
order, but not purchase online. As a respondent from an Arts 
society commented: 
No, we don't have a fancy shopping basket or anything, but you can 
order a book from the publications listing on the website. 
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Interestingly, almost all respondents were unable to even roughly 
estimate how many files their server had distributed throughout the 
last week, month, or year. This can be read as an acceptance of the 
importance of having file distributing technology, but scant 
knowledge of its potential and efficacy. However, as this sector is 
largely unconcerned with ecommerce as such this may be a 
comfortable level of knowledge. 
This sector displayed more enthusiasm for short print run 
technology than the publishing sector. A majority of the published 
content is subject to quick change or is published 'for single use 
only' as it were. Being able to print, say, 100 copies of a report for 
100 members has great appeal for those organisations inadequately 
equipped for book production, especially those short on 
warehousing space. The average amount of warehoused stock in this 
sector was 3917 units. It is worth keeping in mind that these are 
organisations whose main objective is something other than 
publishing or book production. 
One respondent from an educational association recognised the 
value in short run print technology. 
We prefer short run. We don't have sufficient funds to invest in large 
print runs. And because of the changing nature of education, we need 
to be able to adapt rapidly. We also need to be able to adjust mistakes. 
COMMUNITY GROUPS 
Community Groups made up a relatively small part of the overall 
sample, but proved to be surprisingly active in publishing. As with 
the professional assoClatlOns, community groups use their 
publications more for the dissemination of free information than as 
saleable commodities. As such, this sector is more likely to be 
producing stapled booklets, pamphlets, newsletters, magazines, etc., 
as well as journals and annual reports. Although the print runs are 
typically large, some respondents indicated that a shorter run would 
be more appropriate, but may nO.t present good dollar value. 
Yes, we'd like to do shorter print runs-if it were cheaper. At the 
moment the cost is huge for small print runs, so bigger is cheaper. You 
pay a small bit extra to have them print more. 
Some respondents in this sector feel 'priced out' of the 
technological revolution that is affecting the publishing industry 
and felt they needed more assistance and information. 
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With epublishing we are not clear on how to proceed. We could do 
with more assistance or have models available to use. Even for setting 
up an online bookstore there are no off-the-shelf products and the set-
up cost seems too high for smaller organisations. 
One large charity organisation with annual print runs well over 
100,000 found that a lot of resources were spent following changes 
in the publishing industry. 
Things are changing all the time. There's more competition in the 
technology and printing sides of the industry. We're always looking for 
cheaper ways in which to produce our literature, but we have to keep up 
with technological changes. 
Throughout the community groups interviewed there was an 
overall dissatisfaction with the cost of publishing and warehousing, 
but an equivalent reservation about the suspected cost and quality 
of short-run digital print technology. Most respondents in this 
sector identified a need for shorter print runs, but seem uninformed 
as to the available options. 
GOVERNMENT DEPARTMENTS 
Government Departments are prolific publishers of a wide variety of 
books, journals, magazines, pamphlets, brochures, and electronic 
files. Some departments have publishing sections turning a profit, 
while others use publishing to provide a public service or for in-
house communication only. Either way this sector is filled with 
people well versed in the machinations of printing and publishing 
and the transformations currently talking place. An editor working 
for a large agricultural department explained that keeping abreast of 
change was at times difficult and that those changes sometimes have 
a negative financial impact. 
We are still coming to terms with the change in the publishing medium. 
We used to make about $700,000 a year in book sales, but this has 
dropped to $500,000 in the last two years. Clients want everything 
'now', which means off the web, which usually implies 'free download'. 
While government departments by and large are happy to 
provide electronic files for free download there is a perception in 
this sector that models currently in place will be subject to sudden 
change. This has created a sense of uncertainty about longevity of 
standards and formats in use as well as a determination to closely 
monitor technological change. 
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Technology is in a state of flux. Weare constantly reviewing our 
production process. However, new technology is allowing certain 
opportunities to save time and money. We must keep abreast of change 
and make progress with new technology where possible. 
Some of the larger government departments expressed 
dissatisfaction with the printing industry more than the publishing 
industry. One Science and Technology department working with an 
annual budget in excess of $100 million spoke of the frustration of 
dealing with printers. 
It is hard to find a printer that offers ideas. One came out the other day, 
who I like and use sometimes. But when he sat down all he was 
interested in was what jobs were coming up. He wasn't interested in 
offering advice on formats or telling me of any other options that were 
available. We get tired of doing all the creative work. If a printer was 
proactive in offering advice like this, I would be [ar more inclined to use 
them and to factor that into the assessment process. You know, they 
never come back to us and say: This was a nice job, but why don't you 
consider doing it in landscape next time, which would get this effect. Or, It may 
be more appropriate to try this, that, or the other. Printers are far too reactive. 
They don't seem willing to add value to what they do. 
As with the other sectors, most government departments are 
reluctant to use short run digital print through fear of cost and end 
product quality. The most common responses were that a typical 
print run was too large to warrant digital print. However, about one 
third of respondents indicated that short run digital print would be 
ideal for annual reports and other publications that remained in-
house. Another reason sited for eschewing short run digital print is 
the need for colour images in the internals. One respondent in the 
scientific field doubted digital print's ability to accurately recreate 
the complex typography needed to express ideas in that field. 
We won't use [digital printing] until the price, the quality, ease of 
format, and ease of relationship is sorted out. We have great concerns 
about the topography. We have a lot of colour work and variable 
formats (embossing etc.). It's just not suitable to our work. 
However, the typical respondent inferred that short run digital 
print was not used as there was 'no need' for it. This seems to 
indicate an attitude to digital print as expensive alternative to offset, 
although its advantages were also duly noted. 
Our products differ, but the speed and cost of short run digital print is 
definitely a plus. 
As there was such a wide range of departments, each with a 
different financial structure and budget, it was difficult to garner an 
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overall attitude to printing and publishing within this sector. Where 
some departments saw deficit, others saw opportunity. One 
respondent from a government-run museum advised that it was up 
to individual departments to grasp the nettle. 
We are frequently offered manuscripts for consideration, but tum them 
away because of the printing/production costs. We're not big publishers 
and so tend not to be taken seriously. We've had no success at getting 
major Australian publishers to co-publish. We've just decided to 
increase the profile of the publishing side of things. We are going to be 
more active in the area of publishing. 
ACADEMIC INSTITUTIONS 
There is a lot of publishing activity in schools, universities and other 
academic institutions showing a preference for electronic files over 
paper. A majority of respondents in this sector expressed a desire to 
move away from using paper, preferring PDP and other electronic 
formats-especially for publications circulated within the institution. 
Academic institutions seem to be waiting for the printing and 
publishing industries to standardise the formats they wish to use. A 
respondent from a research centre said: 
We would like to print less paper because we are concerned about the 
sustainability of the paper industry. But there is not a general 
acceptance of PDFs, certainly not high enough to do without the 
printed products. 
Another respondent from a university publishing material in 
south-east Asian languages mentioned that the most difficult part of 
the book production process was 'educating clients and handling 
font issues.' This points to dissatisfaction with the publishing 
industry's ability to provide comprehensive service. A respondent 
from a medical research centre identified another problem that 
exists between this sector and the printing industry, claiming that: 
Translating documents into a printable format is the most difficult 
aspect. We have constant problems with Quark and PageMaker and 
getting a format to the printer that they can work with effectively. 
This is not to say that dissatisfaction is manifest throughout the 
sector. Many respondents also spoke positively of their relationship 
with their printer. 
We spent a few years shopping around but settled on one printer who 
keeps on coming up trumps. Loyalty engenders loyalty. And he stores 
our film, which is just fantastic. 
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The. tendency towards keeping production in-house was evident 
in this sector with a majority of respondents contacted dismissive of 
the option of outsourcing several publishing functions. 
We're in very interesting and good times. Having brought our design 
function in-house we have a lot more researchers coming to us asking if 
we can do this and that with their work. We have saved about $100,000 
per year by doing this and improved what we do. Other organisations 
are paying too much for functions that don't produce in comparison. 
As with the government departments, the academic sector has 
reservations about the use and quality of digital print, although 
there is more of a tendency in this sector to experiment. Most of 
those who have tried or currently use digital print would use it 
again, but conditionally. Cost is typically the deciding factor, 
although the size of the book product is also important. One 
respondent working in linguistics explained that: 
A major issue for us is the fact that all the symbols required for 
linguistics cannot be represented digitally very easily. PDF is not 
stable-it doesn't hold the symbols we need. As a result, we have to go 
to camera ready copy for everything we do and cannot use digital print. 
However, the most typical response revolved around concerns 
over cost. 
I don't know too much about it, but I suspect it's expensive. 
NON BOOK-PRODUCING ORGANISATIONS 
This sector is represented by organisations that don't publish any 
books, but do publish newsletters, brochures, magazines etc. For the 
most part, these organisations are small and do not have a 
publishing department as such. However, they share similar 
concerns with the other sectors, including a touch of anxiety about 
the effectiveness of the new technology driving the industry. 
It can be a nightmare! Once you've carefully proofread everything you 
send it off, it comes back on CD and things are missing (logos, 
formatting, etc.) Then you have to proof it again. There's no 
consistency. 
Many in this sector were dealing with small and/or rural 
memberships leaving them in the double bind of needing to provide 
electronic files to members not completely computer-literate and 
using an inadequate system. This has prompted some respondents 
to seek out methodologies that can please all members. 
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We'll always have to look at new technologies, but a lot of our members 
are over fifty and as such are not au foit with the technology we want to 
use to keep the younger members satisfied. We want to be relevant to 
all, but it's hard to go electronic when the Internet service to rural 
Queensland is hopelessly inadequate. We had to remove all logos from 
our newsletter because the lines are so bad out there that it was taking 
our members half an hour to download-just because of the graphic! 
There was limited use of digital print-on-demand technology 
evident in this sector-many of the organisations were stapling A4 
photocopies and bulk mailing them out. The looming trend is 
towards emailing newsletters as PDF or other electronic files to 
members and other interested parties. None of the respondents 
interviewed in this sector were operating ecommerce enabled web 
sites, nor did they sell their publications. However, all remained 
interested in reducing the cost and difficulty of production and the 
majority nominated printing as the most expensive aspect of 
production, although severaL also mentioned distribution as cost-
inhibitive. 
This desire to move publications to a more web-based 
environment is indicative of a general acceptance of the recent 
technological developments that are sweeping through the 
Australian printing and publishing industries. Most of the 
respondents interviewed throughout all sectors for this survey were 
aware of the need to adapt to new technologies, and that those 
technologies are liable to sudden change. But as with all things, 
these changes are proving to be a matter of 'horses for courses'-a 
phrase and sentiment repeated with great regularity. One respondent 
in the non-book producing sector was investigating building an 
electronic database with a search function available to members as 
part of a new development linking in with CRM (customer 
relationship management). Another respondent in the same sector 
was considerably more downbeat in assessing his own engagement 
with the technology. 
If I get sick of doing it they'll have to find someone else to use the 
photocopier. 
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THEMATIC ANALYSIS 
PUBLISHING 
The Australian industry is divided between large trade and 
educational publishing companies-mostly multinational, but with 
strong local publishing contingents-a few Australian controlled 
intermediate players, and numerous small publishers as well as other 
organisations for whom publishing is an important, though not a 
core part of their business. As we have seen from the Ad Rem 
findings, I the status quo largely suits trade publishers able to 
structure their business to suit the Australian book publishing 
market conditions of sale or return, of marketing and publicity 
dependent titles, with a dependence on distribution of bestsellers 
from abroad, and the ability to negotiate cheaper and cheaper print 
prices through improvements in technology.2 However, responses to 
our survey indicate that although most larger publishers have come 
to an accommodation with large print runs, accommodating large 
release sales and return of substantial proportions of many print 
runs in the interests of the creation of bestselling titles and authors, 
many small publishers are finding the going very tough with a need 
to find new business models that will allow them to survive in the 
21 st century. 
Not all publishers, however, agree with Ad Rem 
recommendations for consolidated warehousing as a means of 
realising further cost efficiencies. One respondent believes that 
individual publisher control of the supply chain in important. 
'Suggestions that all publishers share a common distribution centre 
are poorly thought through. There are major advantages (not 
withstanding the high price) in controlling your own distribution.' 
Smaller publishers commented on issues such as the domination 
of the industry by large publishers. 
The industry produces excellent product but the domination of large 
publishing houses works against diversity. It feels harder as a small 
business than it did say, ten years ago. 
Books are becoming more like magazines-moving stock to and fro 
bookshops is very inefficient. But the flat scale of economy in digital 
I Accenture, (2001) Ad Rem: Tbe Australian Book Industry, Cballenges and Opportunities, 
Accenture Consulting. 
2 Burch T., (2002) 'Supply Chain Dynamics around Print on Demand' in Cope & 
Mason, eds, New Markets for Printed Books, Common Ground Publishing, Melbourne. 
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print isn't very helpful, bepuse there is no 'fat' coming from successful 
books with which to support marginal titles. This makes it very hard to 
compete with large publishers. 
It's frustrating for small publishers because we just don't have that 
bestseller the big publishers have. Most small publishers are run with 
the money from another business line. 
Small publishers also commented on the reliance of large 
publishers upon imports. 'Few publishers are looking out at market 
potential in export markets.' And indeed this is so, with fewer than 
15% of respondents currently exporting or planning the export of 
products and skills. Those who were, mentioned: skills in translating 
content; concept development and content creation for paper and 
online education and professional training packages; expertise in the 
compilation and management of databases; professional 
development packages; public health promotion; welfare sector 
policy development; development of distance learning materials; 
publishing consultancy; and record keeping skills and standards 
ImtlatlOn and development for organisations with archive 
requirements, with targeted markets as diverse as Asia, UK and USA. 
Over 95% or organisations performed editorial, design and 
layout functions on their published works, with 80% of these 
keeping editorial and design/typesetting functions in-house while 
the balance were happy to outsource editorial (5%) as well as design 
and typesetting (20%). It is significant, that most organisations 
performing publishing functions believe that control over content 
creation and value added to content are important enough to keep 
substantially as in-house functions. 
Most publishers have a good understanding of the traditional 
book production standards, being familiar with the acquisition of 
ISBN and ISSN numbers, eIP data from the National Library of 
Australia and the statutory deposit requirements of both the NLA 
and State libraries, as well as the sales benefits of registration with a 
number of bibliographic agencies. Similar understandings were 
demonstrated by those non-core organisations who publish books 
and book-like products. However, when it came to an understanding 
of other publication standards, particularly referenced to new 
technologies (those associated with the creation and management of 
electronic products) most respondents were on shaky ground, with 
PDF files being the only universally understood protocol, no doubt 
because of their universal acceptance for the dissemination of 
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information across multiple platforms and their use in the printing 
industry. 
Around 30% of publishers service a multilingual market, with 
most responses referring to selling translation rights at the Frankfurt 
book fair. An equivalent percentage of non-core publishing 
organisations service a multilingual market with translations being 
made into Vietnamese, Thai, Chinese, Indonesian Spanish and 
French. One organisaton expressed a desire to provide translations 
of several Indigenous Australian languages. A number commented 
on the financial, technical and cultural problems of handling 
foreign languages. 'I need to find an accurate, culturally sensitive 
translation service that is cheap'. 
PRINTING 
Overall, the Australian print industry is viewed favourably, with 
most respondents believing that the businesses are efficient, the 
work solid and that margins for printers are slim. The exception is in 
the area of quality colour work, where cost is the definitive issue. 
One publisher of quality colour work prints abroad (Asia) because, 
'It's 50% cheaper than printing in Australia'. 
There were also a number of critical comments suggesting that 
printers lacked initiative-this was especially so for people who did 
not see publishing as a core business-and some helpful suggestions 
were made with the aim of assisting printers to improve 
relationships with clients and improve their businesses during the 
process. Several respondents believe that printers could be more 
proactive in keeping customers fully informed, and by suggesting 
cost-effective and quality options for their client's work. 
It's hard to find a printer who offers ideas about formats and options 
available. 
We seek a proactive printer-able to add value to what they do by giving 
advice. 
Digital models have not been sold well by printers. There is a need for 
clients to be advised about the 'real' cost advantages. 
Non-publisher respondents, in particular, had concerns about 
the high expectations among printers of an organisation's in-house 
expertise in new technology, such as going disk to plate (DTP), with 
expectations about their ability to conform to the required printer's 
standards in order to get good quality results. There is perhaps scope 
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here for printers, as the experts in this changing field, to provide 
better information and maybe even some limited training for 
customers, bringing them up to speed on the technology functions 
required of them. This will, after all, assist the printer to perform 
their tasks. Along with complaints about the speed of technological 
change and need to keep up, the survey elicited favourable 
comments about moving to computer to plate (CTP) and the variety 
of choice now available in the print industry. 
Concern was expressed that the Australian printing industry is 
becoming too small. 'Four or five years ago, at the high end of the 
market, there was a lot of competition. Now I think a few main 
players have gobbled up the rest.' A lack of communication between 
printers and publishers was also mentioned. One non-core business 
with limited niche publishing needs commented, 'We're not big 
publishers and so tend not to be taken seriously by printers'. Yet, 
they feel they could publish more if they could be offered more 
options by printers. 
Interestingly, the number of companies that shop around for 
print, as opposed to those remaining loyal, using one or a small 
number of printers on a regular basis, is quite evenly balanced; with 
51% of publishers and 52% of non-publishers shopping around for 
print business. Some businesses felt that using the one printer gave 
them an opportunity to develop a relationship that would provide a 
better quality product. Others felt the price advantage of shopping 
around justified the time taken in this process. One mentioned that 
their printer stored their stock-certainly something to instill loyalty. 
Another feared that allowing a printer to archive digital files would 
inhibit their ability to shop around for better service. Still others 
were required to solicit several quotes through statutory 
requirement. Issues of quality control and speed of service were 
mentioned as often as price when selecting a printer. 
Most publishers (69%) are comfortable with the idea of the 
printer archiving their digital material with the intent of re-
purposing it at their direction into other digital formats, such as 
ebooks and CD ROMs. This figure should not surprise, as this is an 
extension (albeit it with some important additions of function) to 
the traditional archiving of film by the printer for reprint. A number 
of respondents had security concerns about unauthorised access to 
their content if managed by a third party. Several had quality 
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control and production concerns around printers taking in changes 
to content. 
Non-core publishers, however, are more hesitant about handing 
over the function of archiving to their printer, with 50% agreeable, 
37% wanting this function kept in house and 13% unable to 
respond one way or the other. Security is also an issue for these 
respondents, and quality control. Some had their graphic designer 
perform this function. Incidentally, in several cases, graphic 
designers acted as the production manager, not only archiving 
material for re-purposing but organising the print function as well. 
One respondent has grave concerns about the ability of operators to 
harness the technology to their needs: 'It can be a nightmare! Once 
you've carefully proofread everything, you send it off. It comes back 
on CD and logos are missing, formatting has changed. Then you 
have to proofread it again. There is no consistency.' 
Although the figures above vary significantly from responses to a 
later, but similar, question about the outsourcing of data 
warehousing (30% in favour for publishers and 12% for non-
publishers), this seems to point to the fact that many respondents in 
both core and non-core publishing businesses are not well informed 
about new technologies and their uses, and the business models that 
accompany them. 
Amongst the survey respondents surprisingly few respondents 
print offshore; with these being confined to quality colour work (see 
comments above); publishers with large export quantities of colour 
materials, and co-editions of colour with black plate changes for 
translated materials (e.g. highly illustrated books in multiple 
languages). Some publishers also use offshore printers for case-
bound works. 
DIGITAL PRINT 
Use of digital print for books is confined to organisations printing 
fewer than 750 copies with single colour internals, at one time, after 
which price competitiveness with offset methods begins to wane. 
Digital print is also used for newsletters, brochures, conference 
papers, advertising material educational products, issues and policy 
papers and in A4, folded A3, perfect bound, spiral bound, saddle 
stapled, side stapled formats. Fifty-two per cent of publishers have 
experience with digital print, ranging from occasional use for 
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readers' copies, to genuine short run needs. Most publishers, unless 
producing full colour or long runs with bespoke markets, are 
becoming familiar with the idea of short-run digital print and admit 
their desire to print shorter runs, though they struggle with the . 
increased unit price that this would necessitate. With these 
publishers there are still issues of quality control and cost; many felt 
the unit cost was too high and they did not need digital print. 
Though most (55%) sought to reduce print runs, this is not at the 
expense of unit cost. Most still see that the cost is not competitive 
until somewhat under 1000 copy print runs, and many publishers 
just don't consider printing so few copies-especially for the trade 
market-where price is an issue and perceived value for money is 
important. 
The story is similar within organisations that do not see 
publishing as their core business. Fifty one per cent have used digital 
print and most see a need to produce shorter runs. Again, unit cost 
and poor production are seen as prohibitive issues. 
Definitions of print-on-demand (POD) are confused within the 
industry, with very few organisations actually printing and delivering 
an individual copy of one publication on request. Most POD is 
carried out inhouse, using networked computers, or photocopy 
machines, with the preferred binding being staples. While most 
organisations have no experience of POD, a view prevails that it is 
an untried and costly exercise, and whilst 46 percent of respondents 
would like to reduce the size of individual print runs they do not see 
POD as part of their future. Along with a perception of high unit 
cost, issues of quality control predominate. 
THE BUSINESS OF DIGITAL PRINT 
Across the board, digital print is perceived as a poor cousin to offset 
printing, with fewer choices or format, colour, higher unit costs, and 
poorer quality than offset. Many respondents knew very little about 
digital print (even less about POD) believing in, and sticking with, a 
business model that affirms the unit cost as the predominant factor 
in publication costs. Yet warehoused stock is at exorbitantly high 
levels, with publishers' stock tum ranging from 6-18 months (very 
few) to several years', with 'indefinite' and 'until sold out' being 
common responses. For businesses where publishing is a non-core 
activity, the story is the same. Most organisations, unless producing 
97 
New Markets for Printed Books 
for a known membership or free subscriber base, hold some stock 
and mostly for very long periods. Yet the focus on publication costs 
is on print and not storage. 
This focus is confirmed by responses to questions about 
considerations of the most difficult and most costly aspects of 
publishing for organisations. Publishers responded that the cost of 
print far outweighs other considerations, being twice the expense of 
product development, followed by distribution and storage bringing 
up the rear alongside editorial. However, it is hard to equate the 
one-off editorial cost for a product with the ongoing costs associated 
with storing product in warehouse for lengthy periods. 
Non-core publishers fell into line with the core business 
organisations, with printing costs cited as even more important in 
proportion to other factors. Again, the cost of product creation is a 
secondary concern with distribution and then storage a very 
minimal consideration. 
Certainly these responses (the extent of warehoused product and 
the length of time organisations are disposed to keep it; the desire to 
print fewer units at a time; and the nomination of print as the most 
costly part of the publication process) indicate several things, but 
most importantly the need for businesses engaged in publishing to 
seriously consider new business models that account realistically for 
ageing warehoused stock when modelling costings for new products. 
There is also a need for businesses to become better acquainted with 
the new print technologies of digital print and POD, and for the 
involvement of printers in servicing their clients needs in an 
informative and educative way. Perhaps the publishing industry, or 
at least those organisations with a shorter print run requirement 
should become more pragmatic and innovative, allowing that if the 
quality of digital print does not live up to offset presently, its ability 
to allow the cost effective presentation of new products may far 
outweigh current problems of quality control and consistency. And 
that support for the industry now may lead to greater improvements 
in quality, range and service in the future. 
MULTIPLE FORMATS-DISCRETIONARY 
PU RCHASE BY CUSTOMERS 
Sixty per cent of publishers and businesses who see their core 
function as publishing are sensitive to the needs of their customers, 
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whether actively (initiated through market research) or passively, 
perceiving a need to respond to customer requests to purchase 
different formats of the same products at their own discretion. By 
comparison only 40% of non-core publishing businesses are 
responding to this perceived customer requirement. 
Prospective formats varied from offering spiral bound alongside 
the traditional perfect bound, to larger formats for the US market, to 
CDs. By far the most requested formats were electronic with 
publications moving towards web delivery online, PDP format and a 
small percentage interested in ebook delivery for hand held 
devices-particularly the palm style reading device. A few businesses, 
for whom publishing is not a core activity, felt that their clients 
would 'accept what they are given'. One, for whom dissemination of 
information is more important than income, was looking at making 
product available in spiral binding 'to encourage photocopying and 
sharing'. Another, having moved completely to electronic 
delivery-emailed PDP files for a membership directory-is 
considering the use of print on demand (POD) to enable supply of 
those clients who are not connected electronically or who demand a 
'real book'. 
One prospective online publisher expressed concerns about 
'piracy' of products made available for download from their website. 
Another was concerned about e-formats because of the need to 
consider digital rights management issues (DRM). 
THE FUTURE AND INDUSTRY CHANGE 
Most respondents from publishing businesses (66 percent) believe 
that they will need to make changes in the production and print 
processes in order to secure their publishing future. Respondents 
commented: 
We're making slow progress towards digital print-but conventional 
methods are still improving, giving us less reason to change. 
... still coming to tenus with change in publishing media-book sales are 
dropping-our client base wants 'everything now', which means off the 
web, which usually implies free download. 
We need to establish how to make the most of the web as a distribution 
medium and what products are most suited to this medium. 
Digital print is expensive, though current costing models work against 
higher unit costs for digital print and don't take into account savings 
made in warehouse costs by holding less stock. 
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Delivery of information is changing towards a mixture of print and 
electronic to meet clients' needs. 
We need to outsource those functions that can be, and focus on 
managing quality content. 
Twenty seven per cent believed they would not need to change 
their business and seven per cent could make no comment. 
For non-core publishing businesses, the story is similar. Sixty-five 
percent believe they will need to change production processes and 
of these most focus on adapting to the use of new 
technologies-getting material online, and distributing material via 
email, particularly by organisations and associations set up to service 
a membership base. Twenty-five per cent believe their businesses do 
not need to change, and 10% could not comment. 
Seventy per cent of publishers maintain web sites, of which 36% 
are ecommerce enabled. Most display title information, some 
encourage direct sales. One respondent commented that setting up 
an online bookstore was 'too expensive'. Another was concerned 
about security issues, but overall most either had an online presence 
or were planning to do so in the foreseeable future. Non-core 
publishing organisations have an even higher level of web site 
presence (90 percent) but only 13% of these sites are ecommerce 
enabled, and only a further 12% of organisations are planning to set 
up an online bookstore in the future. This is understandable, given 
that many in this category are service organisations and as such, 
often provide information for free download. 
A number of organisations and associations with a primary 
function of providing regular information to members perceive the 
Internet and use of emailed PDF files as the way of the future, thus 
transferring the print costs from the organisation to the individual. 
However, universal access is still a problem, with many such 
organisations having members away from capital cities, and issues of 
Internet availability and download speed, countrywide, are still to be 
solved. 
We are under pressure to go online, but not all members want this. 
They like to read on the train, or at home. They don't want to be 
competing with their kids for computer time at home to download a 
newsletter or to print it out to read. 
Despite the uptake of ecommerce and the push by businesses to 
embrace this technology and saks method, the number of online 
sales is presently very small, with most respondents reporting 
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considerably under five percent of sales conducted in this way. This 
percentage (though still small) is higher for organisations offering 
free download of their material, with most respondents claiming 
5-10% of their distribution is done in this way. 
CONCLUSION 
Future change is seen to be around new technologies-delivery 
online-yet, most organisations demonstrate ignorance about the 
protocols, the benefits and the disadvantages of such technologies 
to their business, beyond a willingness to put up a web site. 
Although many organisations believe technology provides the 
answer to some of their production and distribution problems, the 
'how to' of doing this still resides in the possession of too few 
people. Publishers of titles with small print run requirements know 
they have to change delivery vehicles, but are uncertain how to go 
about it. They fear the expense and the lack of control over 
processes and quality, and do not know what is involved in 
technological changes. This is evidenced by an almost complete lack 
of familiarity with the protocols that enable electronic publishing, 
delivery and content control, as well as a lack of understanding of, 
and experience with, digital print technologies. 
For many businesses the desire for smaller runs is reinforced by 
extensive warehousing of printed product. They see a need to 
produce and deliver more materials in electronic format. Though 
one respondent is perplexed by the push for online delivery: 'The 
reality is that people cherry-pick the web. They don't read on screen 
much, but are more inclined to download, print and read.' 
As discussed earlier, a lack of business models around the use of 
short-run digital technology is inhibiting organisations from 
seriously considering this medium, forcing them to see online 
delivery as the panacea. However, online sales are still negligible. 
Consumers are resisting the online option, with most still preferring 
to purchase printed products, and many preferring to purchase these 
through more traditional sources. Overall there is significant 
ignorance about electronic media, with companies acquainting 
themselves with just enough information to establish themselves at 
the entry level. 
Information on improvements to the quality and price of digital 
print have not been well disseminated to customers. There is some 
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desire on the part of businesses with a need to produce print 
material to better sernce their customers' needs by providing 
multiple and different formats, along with a desire to become better 
acquainted with business models that will give them more options. 
Some respondents continue to look to printers to provide those 
options. 
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Chapter 6 
BOOK PRODUCTION AND 
ISTRIBUTION MODELS 
A TIONAl VET SYSTEM 
current and emerging customer needs for books 
ma~rials published by and in association with the 
Authority (ANTA). It builds on 
P1!lDIlSnea in 2001 that described the structure 
nanona aumomy and the publishing operations, 
issues and opportumties I the national vocational education and 
training (VET) system. 1 Th current chapter explores two premises 
derived on the basis of the way national training knowledge is 
produced, packaged and trans ·tted. First, that the system itself is 
likely to be the major publishe of materials associated with the 
delivery and management of tionally accredited training." 
Secondly, that goals related to the q lity of service delivery will be 
more effectively met if this publishing Ie is recognised as such and 
effort invested in the design of new na' nal arrangements for the 
creation, publication, storage and distribu . on of materials. In this 
context the chapter addresses the nature 
materials and the strategies and systems that 
customer needs, also considering the 
characteristics of the national system are likely 
shape the response to the technically feasible 
operational options available. 
1 See Smith, H., 'New Knowledge, New Markets' in Creator-to-Consumer in a 
Age: Book Publishing in Transition, Common Ground Publishing, Melbourne 
249-78. 
2 In contrast, primary, secondary and university sectors rely 'on a wide range of 
publishers for both general texts and specialist learning materials. 
